Personalized recommendation is not only a kind of technology, but also a kind of marketing methods. Previous studies of cross-border online shopping mostly focus on policies, logistics and other aspects, so we embarked from the purchase intention level and introduced related characteristics of the personalized recommendation and consumer ethnocentrism into technology acceptance extension model. The results showed that the recommended time, the recommended way positively influenced perceived usefulness, and the information arrangement, the recommended way had a positive effect on perceived ease of use. Besides, perceived usefulness and perceived ease of use positively influenced consumer cross-border online purchase intention, at the same time consumer ethnocentrism played a regulatory role in the process of cross-border online shopping. We expect that personalized recommendation will be better applied to cross-border shopping websites, so that both merchants and consumers can benefit.
Introduction
Where there is a demand, there is a market. Consumers can go shopping through different cross-border e-commerce platforms, but they also face the problem of information overload. While the emergence of the personalized recommendation solves this problem to a great extent and makes consumers satisfied with individuation demand. It not only increases customers' loyalty, also makes businesses gain greater benefits. However, if an information technology cannot be approved or used by users, it is failed. The quality of a recommendation system itself and whether users accept and use it are two kinds of problems. Recommendation systems that ignore feelings of consumers may not be favored by users even if the quality is very good. At present, personalized recommendation technology has been applied in film, tourism, catering, online shopping and other fields. In the application of e-commerce, Sun Luping et al. 0believed that personalized recommendation predicted the preferences and needs of target consumers based on their previous behavioral data such as search, browsing, purchase and rating, as well as the historical behavioral data of similar consumers, and then recommend the commodities to consumers they may like. The implementation of personalized recommendation requires the application of algorithms, so many scholars studied the improvement of algorithms. Hao et al. 0 made use of the historical information of user evaluation and showed through experiments that the improved collaborative filtering algorithm based on users' similarity could optimize the accuracy of users' similarity and made the recommendation result better. Azizi et al.0 implemented the project-based collaborative filtering system, and confirmed that their recommendation system can effectively improve the sorting efficiency of test priorities.
Theoretical Model
The technology acceptance model can be used to explain the user's acceptance of the information system, and the technology acceptance extension model (TAM2) mainly explained the influencing factors of perceived usefulness. Furthermore, based on consumer behavior theory and consumer value theory, Dai Debao et al. 0 concluded that functional value factors had the most significant impact on the adoption intention of personalized recommendation, and e-commerce platforms should pay attention to the quality of recommendation information and user experience through empirical analysis on the basis of technology acceptance model. And Wang Weijun et al. 0 introduced subjective norms, perceived personalization and recommendation information quality into the end acceptance extension model to study the influence of personalized recommendation on the purchase intention of e-commerce users. On the basis of above cited research papers, our research model is shown in figure 1 .
Research Hypotheses

Perceived Usefulness and Perceived Ease of Use
Perceived usefulness refers to whether personalized recommendation can provide useful and timely information to consumers of cross-border online shopping and improve the efficiency of cross-border online shopping. Perceived ease of use refers to whether using personalized recommendations is easy and easy to operate. Purchase intention refers to that consumers are willing to browse product information pushed by personalized recommendation or consider purchasing goods through personalized recommendation. Lin C A and Kim T 0 learned that perceived usefulness and perceived ease of use would positively influence purchase intention. So we proposed the following hypothesis:
H1: Perceived usefulness positively affects consumers' purchase intention of online shopping. H2: Perceived ease of use positively affects consumers' purchase intention of cross-border online shopping.
Information Arrangement
Information arrangement refers to whether the information of personalized recommendation is composed concisely and logically. Based on the explanatory level theory, Dhar and Kim0 found that the display and presentation of information significantly affected consumers' satisfaction and purchase intention. So we proposed the following hypothesis:
H3: Information arrangement of cross-border e-commerce personalized recommendation positively influences consumers' perceived usefulness.
H4: Information arrangement of cross-border e-commerce personalized recommendation.
Recommendation Timing
In the process of cross-border online shopping, consumers' psychological state is constantly changing Wang Weijun et al. 0 learned that the recommendation information of timely, appropriate place and appropriate weather had a positive impact on perceived usefulness based on the TAM2 model. So we proposed the following hypothesis:
H5: Recommendation timing of cross-border e-commerce personalized recommendation positively influences consumers' perceived usefulness.
H6: Recommendation timing of cross-border e-commerce personalized recommendation positively influences consumers' perceived ease of use.
Recommendation Way
Recommendation way refers to the form in which the system makes recommendations to consumers, such as advertising, SMS, email, webpage association, etc. Xu Lingling et al.0 confirmed that personalized recommendation should be carried out in a more humanized and targeted way of presentation and push. So we proposed the following hypothesis:
H7: Recommendation way of cross-border e-commerce personalized recommendation positively influences consumers' perceived usefulness.
H8: Recommendation way of cross-border e-commerce personalized recommendation positively influences consumers' perceived ease of use.
Consumer Ethnocentrism
Consumer ethnocentrism is a psychological belief used to study how consumers evaluate products from different countries. Huang Haiyang and He Jiaxun 0 confirmed that cultural identity positively affected the brand's local symbolic value, while the brand's local symbolic value affected the purchase possibility of consumers. So we proposed the following hypothesis:
H9: Consumer ethnocentrism plays a moderating role in the influence of perceived usefulness on purchase intention. H10: Consumer ethnocentrism plays a moderating role in the influence of perceived ease of use on purchase intention.
Methodology
In this paper, data were collected by questionnaire survey, and then the research hypotheses were verified by structural equation path analysis and hierarchical regression analysis. As a special consumer group, college students have good knowledge literacy and network conditions, and have a strong ability to accept new things. Therefore, the research object of this paper is college students. The questionnaire design of this paper consists of two parts: descriptive personal basic information and measurement items. Our questionnaire includes seven measurement variables and we use likert five-level scale method to measure the indicators. Information arrangement, recommendation timing, recommendation way, perceived usefulness, perceived ease of use, consumer ethnocentrism and purchase intention all contained 3 measurement items. A total of 21 measurement items have been predicted and consulted with relevant experts to form the final questionnaire.
A total of 325 valid questionnaires were collected. The basic personal information included gender, age, grade and frequency of purchasing personalized recommended commodities on cross-border shopping website. The specific description is shown in table 1. 
Results
Reliability and Validity Test
In this paper, SPSS24.0 was used to test the reliability of 21 items, and Cronbach's Alpha coefficient was used for judgment. The results showed that Cronbach's Alpha of each observation variable was all higher than 0.7, as shown in table 2. It indicated that this questionnaire has good internal consistency. The structural validity was measured by KMO value and Bartlett spherical test value, and SPSS24.0 was used for the validity test. The test results showed that the structural validity of all variables was suitable for factor analysis. The specific results are shown in table 3. 
Model Fitting and Hypothesis Testing
AMOS 24.0 was used to analyze the model structure in this study. The fitting effect of the model refers to certain indicators. According to the evaluation criteria, model results and model fitting, it can be seen that all the fitting indicators of the theoretical model in this study are within the range of testing standards, and the fitting degree of the model meets the requirements. The specific results are shown in table 4. AMOS 24 was used in this study to test the hypothesis H1 to H8 based on the path analysis of the structural equation model. The structural equation model is shown in figure 2, and the specific results are shown in table 5. From the results, all the other hypotheses are valid except hypothesis H3 and H6, which are not supported (P value is not significant). 
Test of Moderating Effect
In this study, SPSS24.0 was used to test the moderating effect of consumer ethnocentrism through hierarchical regression analysis. The first step is to centralize perceived usefulness, perceived ease of use and consumer ethnocentrism. The second step is to put the centralized perceived usefulness and consumer ethnocentrism into model 1 to predict the purchase intention. The third step is to put perceived usefulness, consumer ethnocentrism, and the product of perceived usefulness and consumer ethnocentrism after centralization into model 2 to predict the purchase intention. The moderating effect of consumer ethnocentrism on perceived ease of use and purchase intention also adopts the above method, and the test results are shown in table 6.We can see from the test results that the inspection results are significant coefficients, the product of perceived usefulness and consumer ethnocentrism has a significant influence on consumer purchase intention (B = 0.041, p < 0.05), and the regression coefficient is negative, which suggests that when cross-border online shopping consumers think personalized recommendation can recommend useful products, but consumers ethnocentrism is strong, the consumers will not buy goods, and hypothesis H9 is supported. Similarly, hypothesis H10 is supported. In addition, the variance inflation factor (VIF) in each model is less than 2, indicating that there is no collinearity problem. 
Conclusions
In addition to the hypothesis that information arrangement is not valid for perceived usefulness (H3) and recommendation timing is not valid for perceived ease of use (H6), other hypotheses are verified. Good information organization will make consumers think the recommendation system is easy to use. The psychological state of consumers is also constantly changing, so it is necessary to take into account the characteristics and habits of consumers and other factors to choose the right time for personalized recommendation. At the same time, the recommendation method that can provide effective information and be favored by consumers can enhance consumers' purchase intention. Finally, even if consumers think the personalized recommendation can provide useful product information or use the personalized recommendation is useful or is easy to use, but there is strong consumer ethnocentrism, then the consumer still won't do cross-border online shopping. Personalized recommendations should strive for these consumers and they should be targeted when making recommendations.
